There is no doubt that the use of wireless and mobile networks and devices is growing. From the 1990s onwards, we have been witnessing a great shift in methods of doing business with the emergence of the electronic commerce (e-commerce). Academics, businesses, and even individuals have been focusing on this new is conducted via a mobile network" When users conduct e-commerce such as e-banking or purchase products, they do not need to use a personal computer system. Indeed, they can simply use some mobile handheld devices such as Personal Digital Assistants (PDA) and mobile phones to conduct various e-commerce activities. In the past, these mobile devices or technologies were regarded as a kind of luxury for individuals. However, this situation has changed. The market for mobile technologies has seen significant growth in the past few years.
Post demonetization of high value currency by Prime Minister of India Mr.Narendra Modi, India encountered huge cash crunch and far reaching crisis. Organized sector is able to sail over the tide due to the existence of e-transaction mechanisms; whereas weekly rural markets are relatively un-organized in India and therefore are victim of this temporary cash crunch crisis. In such situations digital economy entails most promising and reliable solution in coming days for the present crisis. Since majority of the rural population in India are illiterate or semi literate, the understanding of the digital economy, ecommerce, mobile commerce, online transactions are not so concrete, which leads to substantial resistance in adaption of digital economy as an alternative means for traditional mechanisms. There exist numerous myths, mis-conceptions about the digital commerce and its potential usage among the rural population of India. It is therefore of paramount importance to identify the factors/forces responsible for resistance in adoption of digital mechanisms among rural farmers; such that strategies can be suggested to overcome them.
Hence this paper tries to identify the factors / forces responsible for resistance to adoption of mobile internet technology for payments among stake holders of rural weekly markets using Extended Technology Acceptance Model [TAM2], thereby suggest suitable marketing strategies to sail over the tide with ease.
Part 2 Review of Literature
Consider a fast moving and continuously growing industry, say fashion industry per say. This industry has witnessed tremendous changes and the changes are volatile in nature and certain factors have caused this change (Kilduff, 2005) . The industry doesn't compete only in terms of price now and is facing tough competition from low labor countries (Jones, 2002) . Not only in fashion, but in any fast developing industry or market sourcing and buying decisions get multiplied with the speed with which the decisions have to be made and innovation introduced. Consumers expect and thrive on constant change, so new products have to be made available to them in a frequent basis (Bruce and Daly, 2006) . Whene in Senegal, after the emergence of weekly markets called loumas, along with implementation of neo-liberal policies in 1980"s, the community relations among the farmers and their kin strengthened, contrary to the belief that market dissolution, new trading practices and free market policies weakens the weakens the community relations. In fact the spatial and temporal patterning of loumas has helped strengthening the intra-community bonds. Since the inception of loumas, farmers in Senegal could limit their travel of going their home zone. In loumas, farmers interact voraciously with the extra-local merchants, who are usually considered as outsiders and are not allowed to permanently settle in local villages. And since, loumas occur only once a week, farmers benefit a lot from daily, multi-dimensional interactions with each other (Perry, 2000) . The weekly markets are generally the outcomes of natural progress whereby certain villages and cities specialize in their functions and become commercial hubs for their surrounding areas. The weekly markets provide an integrated yet dynamic force to the socio-economic life of the area. In an age of online trading and shopping, India like many other developing countries still successfully continues to develop the idea of conventional physical idea of market (Joshi and Ruparel, 2016) .
Part 3: Research Gaps
The weekly markets of India are formed and are conducted in every state, every city, town, district and almost all the villages and they form a major part of the national GDP figure. They not only add the national income figure but provide socio-economic stability to the people at the grass root level. India being an agrarian country, and still in the path of development, where only 5-8% of the people using smartphones (Wiener, 2015) , it is a necessity to protect and promote the traditional markets of the country until they are self-sufficient and can compete with the rest of the competitors. But not much, in fact negligible study has been done in examining and exploring the nature, scope, resonance behind the existence of weekly markets. No substantial study has been done in identifying the factors responsible for formation of weekly markets and how these markets carry out their buying-selling transactions; this research study aims to capture the characteristics, scope and viability of weekly markets of India towards adapting digital economy with specific reference to weekly markets at the district level.
Part 4: Objectives of the Study
1. To ascertain the awareness about the mobile internet based commerce among the participants of rural weekly markets. 2. To determine the factors/forces responsible for resistance towards mobile internet based commerce among the participants of rural weekly markets using TAM2 model. 3. To suggest suitable strategies to overcome the resistance and augment the acceptance of digital economy.
Part 5: Methodology:
Four villages namely "Sandur, Kottur Kudligi and Kamalapur have been chosen for the purpose of study. Random sampling procedure was followed to select sample respondents from the sampling area, looking into convenience 10 respondents were randomly selected from the above villages amounting to total sample size of 40. The basic research design is based on primary source of data; however, secondary sources are also taken into consideration. Data were collected from the above respondents, using interview schedule specifically designed for the purpose; Tabulated data was analyzed with the help of statistical techniques such as, Correlation coefficients, Mean, Variance, Standard Deviation, Factor analysis and simple percentages. The questionnaire was structured using the Technology Acceptance Model [TAM2] a social-psychological model which attempts to predict and understand people"s acceptance of new technology in specific contexts.
Section 6: Theoretical Background of Technology Acceptance Model [TAM2]:
Despite impressive advances in technology, the troubling problem of underutilized technology continues. Low usage of technology has been identified as a major factor underlying the "productivity paradox" surrounding lackluster returns from investments in technology (Sichel 1997). Understanding and creating the conditions under which technology will be embraced by the individuals remains a high-priority research issue. Significant progress has been made over the last decade in explaining and predicting user acceptance of technology at work. In particular, substantial theoretical and empirical support has accumulated in favor of the Technology Acceptance Model (TAM2) (Davis 1989 , Davis et al. 1989 ). According to TAM2, perceived usefulness is also influenced by perceived ease of use because, other things being equal, the easier the technology are to use the more useful it can be. TAM2 reflects the impacts of three interrelated social forces impinging on an individual facing the opportunity to adopt or reject a new technology: subjective norm, voluntariness, and image. Subjective Norm. we tap into social influences via subjective norm, defined as a "person"s perception that most people who are important to him think he should or should not perform the behavior in question" (Fishbein and Ajzen 1975, p. 302 ). Subjective norm is included as a direct determinant of behavioral intention in TRA (Fishbein and Ajzen 1975 ) and the subsequent TPB (Ajzen 1991 
Descriptive Statistics
The first output from the analysis is a table of descriptive statistics for all the variables under investigation. Typically, the mean, standard deviation and variance are given. Looking at the mean, one can conclude that "ease of purchase" is the most important variable that influences the rural consumer"s behaviour towards e-retailing, as it has the highest mean of 3.15.
Correlation Coefficient
The correlation coefficient between a variable and itself is always 1, hence the principal diagonal of the correlation matrix contains 1s. The correlation coefficients above and below the principal diagonal are the same. Sig. 0.03
Communalities
The next item from the output is a table of communalities which shows how much of the variance in the variables has been accounted for by the extracted factors. For instance over 82% of the variance in "enhances effectiveness of transactions" is accounted for while 71% of the variance in "easy to make/receive payments" is accounted for.
Total Variance Explained
The next item shows all the factors extractable from the analysis along with their eigen values, the percent of variance attributable to each factor, and the cumulative variance of the factor and the previous factors.
Notice that the first factor accounts for 29.589% of the variance, the second 20.219%, third factor 16.808% and all the remaining factors are not significant. Bartlett's test is another indication of the strength of the relationship among variables. This tests the null hypothesis that the correlation matrix is an identity matrix. An identity matrix is matrix in which all of the diagonal elements are 1 and all off diagonal elements are 0. You want to reject this null hypothesis. From the same table, we can see that the Bartlett's test of sphericity is significant That is, its associated probability is less than 0.05. In fact, it is actually 0.03, i.e. the significance level is small enough to reject the null hypothesis. This means that correlation matrix is not an identity matrix. 
Scree Plot
The scree plot is a graph of the eigenvalues against all the factors. The graph is useful for determining how many factors to retain. The point of interest is where the curve starts to flatten. It can be seen that the curve begins to flatten between factors 2 and 3. Note also that factor 4 has an eigenvalue of less than 1, so only three factors have been retained.
Component (Factor) Matrix
The component Intend to frequently use mobile internet based commerce .108 1.000 Intend to continue using mobile internet based commerce for payments / receipts
Perceived Ease of Use

Behavioral Intention
.554
Intend to frequently use mobile internet based commerce 1.000 .537
Extraction Method: Principal Component Analysis. 
Usage Behaviour
Part 7: FINDINGS
Easy to purchase" is the strong influencing item among the Factor -1 "enhance effectiveness of transactions" wherein 30% respondents agreed and 20% respondents strongly agreed, it is easy to make or receive payments through mobile internet based commerce, which recorded highest mean of 3.15; "overall mobile internet based commerce is easy to use" is the strong influencing item among the Factor -2 "perceived ease of use" wherein 30% respondents agreed and 20% respondents strongly agreed, it is easier to use mobile internet based commerce for their business operations, which recorded highest mean of 3.18;"my opinion leaders think I should use mobile internet based commerce for business operations" is the strong influencing item among the Factor -3 "subjective norms" wherein 47.5% respondents agreed and 5% respondents strongly agreed, that their opinion leaders think they should use mobile internet based commerce for making their business transactions, which recorded highest mean of 4.25; "I use mobile internet based commerce voluntarily" is the strong influencing item among the Factor -4 "voluntariness" wherein 55% respondents agreed and 25% respondents strongly agreed, that they opted for using the mobile internet based commerce voluntarily, which recorded highest mean of 4.28; "I use mobile internet based commerce voluntarily" is the strong influencing item among the Factor -5 "behavioral intention" wherein 55% respondents agreed and 25% respondents strongly agreed, that they opted for using the mobile internet based commerce voluntarily, which recorded highest mean of 4.28; "I intend to continue using mobile internet based commerce" is the strong influencing item among the Factor -6 "usage behavior" wherein 15% respondents agreed and 55% respondents strongly agreed, that they have an intention to continue using mobile internet based commerce for their receipts and payments, which recorded highest mean of 4.30;
Findings -Factor Analysis Kaiser-Meyer-Olkin (KMO) test: measures strength of the relationship among variables The KMO measures the sampling adequacy which should be greater than 0.5 for a satisfactory factor analysis to proceed. Looking at the tables - 
Communalities:
The next item from the output is a table of communalities which shows how much of the variance in the variables has been accounted for by the extracted factors. From the tables - Table 1 .4 over 82% of the variance in "enhances effectiveness of transactions" is accounted for, Table 2 .3 over 84% of the variance in "overall mobile internet based commerce is easy to use" is accounted for, Table 3 .4 over 96% of the variance in "my influencers think I should use mobile internet based commerce" is accounted for, Table  4 .4 over 85% of the variance in "I use mobile internet based commerce voluntarily" is accounted for, Table 5 .4 over 55% of the variance in "I intend to continue using mobile internet based commerce" is accounted for, Table 6 .4 over 86% of the variance in "I have ability to use mobile internet based commerce" is accounted for.
Total Variance Explained
The next item shows all the factors extractable from the analysis along with their eigenvalues, the percent of variance attributable to each factor, and the cumulative variance of the factor and the previous factors. Notice that from Table 1 .5 -the first factor accounts for 29.589% of the variance, the second 20.219%, third factor 16.808% and all the remaining factors are not significant as they have eigenvalues of less than one, hence only 3 items are retained; Table 2 .6 -the first factor accounts for 32.521% of the variance, the second 20.391%, third factor 19.613% and all the remaining factors are not significant as they have eigenvalues of less than one hence only 3 items are retained; Table 3 .5 -the first factor accounts for 35.167% of the variance, the second 22.562% and all the remaining factors are not significant as they have eigenvalues of less than one hence only 2 items are retained; Table 4 .5 -the first factor accounts for 38.875% of the variance, the second 35.010% and all the remaining factors are not significant as they have eigenvalues of less than one hence only 2 items are retained; Table 5 .5 -the first factor accounts for 55.406% of the variance and all the remaining factors are not significant as they have eigenvalues of less than one hence only 1 item is retained; Table 6 .5 -the first factor accounts for 31.000% of the variance, the second 23.074%, third factor 21.794% and all the remaining factors are not significant as they have eigenvalues of less than one, hence only 3 items are retained.
Part 8: Conclusion and Strategic Marketing Imperatives
The advent of technology has brought in radical changes in the business arena, physical payments are expected to overwhelm by virtual mobile internet based commerce; but the level of acceptance of the mobile internet based commerce is not uniform across urban and rural markets. The acceptance of the mobile internet based commerce as preferred alternative for making payments and receipts among the rural consumers is overshadowed by many factors/forces; the findings of this research provide sufficient theoretical evidence using Extended Technology Acceptance Model, the extent of influence exerted by various factors on the acceptance of mobile internet based commerce among rural consumers. In order to enhance the usage of e-retailing among the rural markets the following strategic marketing initiatives are suggested.
Company owned e-tailing hubs: villages having population more than 1000, banks and payment bank companies should set up e-hubs, wherein a trained employee will be posted helping the illiterate and semiliterate rural people in making and receiving payments online.
Content Vernacularization: create a website portal in vernacular languages to make website portal more accessible and usable for the rural consumer. Selective offering: provide the relevant and selective services which are frequently required, , needed and used by rural consumers.
User friendly interface: rural consumer"s ability to use web portals is limited compared to urban counterparts. Thus design web portal which is simple, high degree graphical user interface to encourage rural consumers to use mobile internet based commerce for making online receipts and payments frequently.
Rural advocacy: study revealed significant impact of rural opinion leaders in influencing the attitude of rural consumers towards mobile internet based commerce; thus usage of rural local opinion leaders as advocates for building trust, confidence and credibility is suggested.
Micro-Target an Online Audience: E-commerce is basically about establishing a "territory": defining and designing a site to reach an audience with a common interest or characteristic. Whatever your product or service, define your company"s niche markets that you can penetrate online with specialized offerings.
Personalize Site visitors are demanding one-of-a-kind experiences that cater to their needs and interests. Technology is available, even to smaller players, to capture individual user"s interests and preferences and generate a pleasant and easy experience led by individualized promotions tailored to them.
Invest in Mobile
Mobile commerce is growing at a rate of over 130 percent annually. If you lack a robust mobile commerce platform, you will see a dramatic drop off in revenue over the next several years. To stay competitive, you need to offer mobile-accessible services such as payment/receipt status, real-time notifications, click-to-call, maps, and other services information.
Mere focus on urban markets is not sufficient for long run sustainable growth, vast rural market offers huge untapped market potential; thus forging towards rural markets paves path to witness exponential growth, affluence and progression of the e-retailing company.
